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Abstract:  
This study aims to analyze directly and indirectly the service quality and hotel image on consumer satisfaction and customer 
loyalty. The location of this study is in several star hotels in Medan such as Graha Serela, Santika Premier Dyandra, Polonia, 
Grand Swiss-Bell, JW Marriot, Garuda Plaza, and Grand Aston City Hall Hotel. Populations in this study are guests who 
staying at a Starred Hotel in Medan in 2019, while the sample is determined as many as 215 consumers (hotel guests). Data 
answering techniques used are interviews, questionnaires and documentation studies. The data analysis method used in 
this study is Structural Equation Modelling (SEM). The results of research show directly, the quality of service provided to 
Consumer Satisfaction, Service Quality affect on Customer Loyalty, Hotel Image against Consumer Satisfaction, Hotel 
Image affect Customer Loyalty and Consumer Satisfaction against Customer Loyalty. Directly, the service quality and hotel 
image of customer loyalty through customer satisfaction. 
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Research Background 
Medan is the capital of the province of North Sumatra and is the third largest city in Indonesia after Jakarta and 
Surabaya. Medan is one of the metropolitan cities and is a gateway in the Western part of Indonesia. As the 
capital of the North Sumatra province, Medan is the center of almost all activities, both in the political, economic 
and socio-cultural fields. To anticipate the arrival of foreign visitors and local visitors to Medan with a variety of 
purposes and interests, the need for supporting facilities for non-permanent residence for several days or weeks, 
namely hotels. 
Hotels in Medan, currently trying to offer a variety of accommodations aimed at customer satisfaction 
(guests), which is certainly tailored to the hotel classes, such as low or star class. According to statistics from the 
Department of Tourism and Culture of Medan in 2016, to date in Medan there are 51 starred hotels with main 
market, namely business visitors. The existence of hotels is usually supported by facilities such as seminar 
rooms (siding), meeting rooms, party rooms, and others. From the researcher's observations, there are several 
new phenomena that are currently appearing in the hotel business in the Medan, namely the increase in 
occupancy rates in four-star hotels such as Santika Priemere Dyandra, Graha Serela, and Polonia, on the 
contrary decreasing in five-star hotels such as Grand Aston City Hall, Grand Swiss-Bell and JW Marriot Hotel. 
This is expected to occur because four-star hotels in Medan have a larger market share than five-star hotels, 
given that Medan is a metropolitan city for business and transit cities are also a gateway for local migrants, 
investors, foreign business people such as from Singapore, Thailand, China and Malaysia. 
In connection, to build the loyalty of visitors (customers) of the hotel, the hotel in Medan continues to 
improve the service process provided to be able to maintain good performance results. Loyal customers will use 
the product or service continuously from the same company. Loyalty is not only a strong foundation for the 
company but also reflects the company's potential for future growth (Widyawati, 2008). The customer is loyal or 
not seen from the consistency of their buying behavior towards a brand (Sutisna, 2001). Based on exposure to 
customer loyalty, meaning can be taken from the consistency of a customer to buy the same product in different 
time periods. Customer loyalty is inseparable from the satisfaction that has been felt by these customers. Better 
customer satisfaction at the hotel, the higher the customer loyalty to the hotel due to the satisfaction felt by the 
customer (Chen & Japarianto, 2014). 
Consumer satisfaction is very important for every organization, but studies show that satisfying consumers 
is not enough, because there is no guarantee that satisfied consumers will return to buy again (Dube, Renaghan, 
& Miller, 1994). Consumer loyalty describes consumers who are not only satisfied but also happy with the product 
or service (Bhote, 1996). Such consumers not only buy back company goods or services, but extend their loyalty 
to the large number of goods and other services produced by the company. Having loyal customers allows a 
company to develop and maintain long-term customer relationships (Bitner & Zeithaml, 1996). 
In addition, because the cost of acquiring new customers is far greater than the cost of maintaining it, 
having loyal customers has the potential to increase company profits. Consumer satisfaction and image are two 
factors that have been identified as important antecedents of consumer loyalty (Selnes, 1993); (Ostrowsky, 
O’Brien, & O’Brien, 1993). In relation to the relationship between image and customer satisfaction most of the 
previous studies measured the relationship between these two factors separately. Some researchers focus on 
the relationship between consumer loyalty and image (Ostrowsky et al., 1993); (Yoon, Guffey, & Kijewski, 1993), 
while other researchers focused on the relationship between customer loyalty and customer satisfaction 
(Mazanec, 1995); (Woodside, Frey, & Daly, 1997). However, the relationships between customer loyalty, 
customer satisfaction and image in the hospitality industry are not given much attention. 
Service quality is the magnitude of the difference between consumers' expectations or desires and their 
level of perception (Laksana, 2008). Quality of service is a statement of attitude towards the comparison between 
expectations and performance (Kotler & Keller, 2016). Service quality is something that consistently meets or 
exceeds consumer expectations (Lovelock & Wright, 2007). Whereas (Yamit, 2013) states the quality of service 
can be seen from the comparison between consumer expectations with service performance. Service quality is a 
determining factor in the competitiveness of service companies. Therefore the quality of service is very important 
for a company. Quality of service can affect satisfaction from consumers and can determine customer loyalty 
(Irina & Zaiţ, 2016). Quality service from the company will increase customer satisfaction which leads to customer 
loyalty, as conducting promotions to others (Ledden, Kalafatis, & Mathioudakis, 2011). Consumer satisfaction is 
the result of consumer evaluations after making a purchase, and consumers feel that the goods or services 
purchased have the same performance or exceed their expectations (Kotler & Keller, 2016). Other empirical 
research has also proven that service quality influences customer satisfaction (Rahma, 2015); (Mutmainnah, 
2017); (Saleem & Raja, 2014); (Venkateswarlu, Ranga, & Sreedhar, 2015); (Lunarindiah, 2016); (Mohamad, 
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Yazid, Khatib, & Azam, 2017); (Banjarnahor, 2017); (Alber, 2017); (Purbandari, Sugandini, & Sutiono, 2018); 
(Azhar, Jufrizen, Prayogi, & Sari, 2018); (Zakiy, 2019); (Chien & Chi, 2019) and (E. Susanti, 2018). Loyal 
consumers are consumers who at any time will buy back at the same service provider and return to praise or be 
positive towards these service providers (Markovic, Jankovic, & Segaric, 2010). The results of their study found 
that customers experience in consuming bank services will produce satisfaction or dissatisfaction and will 
ultimately result in customer loyalty (Giovanis et al., 2015). Likewise, research ((Saleem & Raja, 2014); (Rahma, 
2015); (Lunarindiah, 2016); (Mutmainnah, 2017); (Mohamad et al., 2017); (Majid, Samsudin, Noorkhizan, Zaki, & 
Bakar , 2018); (Azhar et al., 2018) and (CE Susanti, 2019) which concluded that quality affects loyalty.  
Image is seen as an important variable that influences marketing activities. Image is very important for any 
organization because of the ability of the image to influence consumer perceptions about the goods and services 
offered (Bitner & Zeithaml, 1996). As a result, the image influences consumer buying behavior with respect to an 
organization's products and services. This section discusses concepts and research that support the significance 
of imagery. Image is the impression someone feels about an object or item or the organization as a whole which 
will then be stored in consumers' memories (Kotler & Keller, 2016). To form a good image, companies must build 
a good name and reputation and also strengthen their competence (Jasfar & Kristaung, 2012). Therefore, 
building and maintaining that image is important for a service organization if it wants to gain and maintain 
customer loyalty (Hoq, Amin, & Rumki, 2010). It is very important for companies to have a good image because 
the image will to function as a filter of all activities that occur within the company (Ganguli & Roy, 2011). For 
example, when the service delivered by the company is not in accordance with the services expected by a 
consumer, a positive image that has been owned will protect the company if the consumer tells of his 
dissatisfaction or submit a negative Word of Mouth to his friends or relatives (Ganguli & Roy, 2011). Further 
research (Christina, 2014), (Lunarindiah, 2016); (Mutmainnah, 2017); (Purbandari et al., 2018) and (Chien & Chi, 
2019) found that corporate image influences satisfaction. It is important to maintain a strong corporate image in 
to attract and retain consumers and keep them loyal to the company (Jasfar & Kristaung, 2012). The image does 
not have an influence on value and satisfaction, but it does affect loyalty (Pinzón & Saura, 2011). Whereas (Hsu 
& Cai, 2009) in his research found that image does not affect satisfaction but image influences loyalty. Whereas 
(Christina, 2014); (Mutmainnah, 2017); (Majid et al., 2018); (Radiman, Gunawan, Wahyuni, & Jufrizen, 2018) in 
their research found that image influences loyalty.  
Customer satisfaction means a comparison between what consumers expect and what consumers feel 
when using the product. If consumers feel the performance of the product is the same or exceeds their 
expectations, it means they are satisfied. Conversely, if the product performance is less than expectations, it 
means they are not satisfied. Satisfaction is pleasurable fulfilment that is satisfying customer expectations 
(Oliver, 2010). Customer satisfaction is an emotional reaction to post-purchase customers which can be anger, 
dissatisfaction, irritation, neutrality, excitement or pleasure (Lovelock & Wright, 2007). Customer satisfaction is 
the level of customer feeling after comparing the perceived service performance to expectations (Kotler & Keller, 
2016). Customer satisfaction is an evaluation of after-purchase or evaluation results after comparing what is felt 
with his expectations (Yamit, 2013). Satisfaction is the level of feeling after comparing the perceived performance 
or results with expectations (Sumarwan, 2012). Assessing customer satisfaction, advocates the use of a multi-
item scale that is not only evaluating customer satisfaction in terms of company service, but also components in 
the service process (Oliver, 2010). In measuring satisfaction, indicators used are service responsiveness, 
professionalism and overall satisfaction with services (Supranto, 2011).  Customer loyalty is a behavior related to 
services or companies. Consumers become loyal because they consumers feel satisfied and wish to continue 
their relationship with the company (Ganguli & Roy, 2011). While research (Batista, Couto, Botelho, & Faias, 
2014); (Christina, 2014); (Saleem & Raja, 2014); (Rahma, 2015); (Ganguli & Roy, 2011), (Alber, 2017); 
(Mutmainnah, 2017); (Mohamad et al., 2017); (Azhar et al., 2018); and (Susanti, 2018) found that satisfaction 
affects loyalty.  
Customer loyalty is the customer's commitment to a brand, store, or supplier, based on a positive attitude 
and is reflected in consistent repurchases (Tjiptono, 2012). Customer loyalty is the commitment of customers to 
stay in depth to re-subscribe or re-purchase selected products/ services consistently in the future, even though 
the influence of the situation and marketing efforts have the potential to cause behavior change (Hurriyati, 2005). 
Customer loyalty occurs in several phases. The phase starts from 1) Cognitive loyalty or loyalty that is based only 
on brand confidence. 2) Affective loyalty or liking or attitude towards a brand is based on the opportunity to use 
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satisfaction cumulatively. 3) Conative loyalty which shows a condition of loyalty that contains whether the first 
appearance shows a deep commitment to buy. 4) Action loyalty, where the intention is converted to action 
(Oliver, 2010). The factors that influence consumer loyalty are as follows: 1) product/ service performance, 2) 
company/ product/ brand image, 3) price and value relationship, 4) employee performance/ achievement, 5) 
competition, 6) product delivery system timely, and 7) relationship of satisfaction with consumers (Cravens & 
Piercy, 2013). Loyal customers are important assets for the company, this can be seen from the characteristics 
they have, as revealed by (Griffin, 2010) there are four characteristics of loyal customers, namely: 1) Making 
regular repeat purchases, 2 ) Buying outside the product/ service line (Purchases across product and service 
lines), 3) Recommending other products (Refers other), and 4) Demonstrating immunity from the attractiveness 
of similar products from competitors.  
Research Methods 
This study uses an explanatory research approach, which aims to explain the causal relationship between the 
research variables and the testing hypothesis (Nasution, et al., 2020). The location of this research is in several 
star hotels in Medan such as Graha Serela, Santika Priemere Dyandra, Polonia, Grand Swiss-BelL, JW Marriot, 
Garuda Plaza, and Grand Aston City Hall Hotel. The population in this study were guests staying at Starred 
Hotels in Medan in 2019. The sampling technique was using non-probability sampling techniques. While the 
sample size in this study refers to the opinion (Ghozali, 2008) which states that the number of samples can be 
calculated from the size of the indicator multiplied by 5 to 10. This study uses four construct variables with a total 
indicator number of 43, so the sample needed is a minimum of 43 x 5 = 215 people.  In this study, the authors 
conducted data processing in the form of a questionnaire that consisting of 16 statement items for service quality 
variables, nine statements for hotel image variables, 10 statement items for customer satisfaction variables and 8 
statement items for consumer loyalty variables. The research questionnaire was distributed as many as 250 sets 
to the target respondents, namely customers of star hotels in the city of Medan. Based on the Likert scale 
research provisions in the above table, it is understood that the above provisions apply both in calculating the 
variables of Service Quality, Hotel Image, Consumer Satisfaction and Customer Loyalty. Then for each 
respondent who answers the research questionnaire, the highest score is given a value of 5, and the lowest 
score is given a weighting of 1. The type of data collected to support the variables studied are primary data. Data 
collection techniques used were interviews, questionnaire, and study documentation. The research subjects as a 
source of quantitative data in this study were hotel customers who were targeted by the study. Customers who 
are the subjects of this study are customers who stay overnight. The analytical method used in this study is the 
analysis of the Structural Equation Model with data processing using the Lisrel 8.0 computer program.  
Result 
The results of the research, data management and discussion are described in this chapter. While stated in the 
previous chapter, this research was conducted using a survey method with Structural Equation Modeling (SEM) 
techniques.  To find out the percentage level based on the age of 215 respondents can be seen in the following 
table:  
Table 1. Respondents Distribution by Age 
No Age Amount (People) Percentage (%) 
1 < 25 Years 14 10.4 
2 26 – 35 Years 54 40.3 
3 36 – 45 Years 41 30.6 
4 > 45 Years 25 18.66 
Total 215 100 
Source: Data Processed (2021) 
From table 1, it is known that the majority of the respondents age is at the age of 26-35 years which is 
equal to 40.30%, the age between 36-45 years at 30.60%, then above 45 years at 18.66%, while the age of the 
respondents the least is <25 years which is 10.45%. To find out the percentage level based on gender from 215 
respondents, it can be seen in the following table: 
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Table 2. Respondents Distribution by Gender 
No. Gender Amount (People) Persentage (%) 
1 Man 129 60 
2 Woman 86 40 
Total 215 100 
Source: Data Processed (2021) 
Based on the data in the table above, the respondents gender showed that of 215 respondents, the 
more dominant male sex was 129 people by 60%, while the smallest were 86 female respondents or 40%. To 
find out the percentage level based on the level of education of 215 respondents, it can be seen in the following 
table: 
Table 3. Respondents Distribution by Educational Levels 
No. Educational Amount (People) Persentage (%) 
1 Senior High School 34 15.81 
2 Diploma 34 15.81  
3 Bachelor 80 37.21 
4 Master 67 31.16 
Total 215 100 
Source: Data Processed, 2021 
Based on the data in the table above showed that the education level of the respondents used as 
samples in this study is known, that respondents who have bachelor background are 80 people or 37.21%, 
master respondents are 67 people or 31.16%, respondents with Diploma 3 as many as 34 people or 15.81% and 
those with senior high school as many as 34 people or 15.81%. To find out the percentage level based on the 
work of 215 respondents, it can be seen in the following table: 
Table 4. Respondents Distribution by Profession 
No. Profession Amount (People) Persentage (%) 
1 Entrepreneurs 65 30.23 
2 Civil Servants 32 14.88 
3 Employees 63 29.3 
4 Experts 35 16.28 
5 Housewives 12 5.58 
6 Others 8 3.72 
Total 215 100 
Source: Data Processed (2021) 
Based on the table above described that the majority of respondents have the status of being 
entrepreneurs, amounting to 30.23%. In the second place with a percentage of 29.30% of respondents working 
as private employees, respondents with professional work as much as 16.28%. Respondents with State jobs 
were 14.88%, respondents with housewives were 5.58%, and others 3.72% 
Table 5. Descriptive Statistics 
 N Minimum Maximum Mean Std. Deviation 
Service Quality 215 44 80 62.502 6.996 
Hotel Image 215 15 45 37.069 4.386 
Satisfaction 215 27 50 41.669 4.291 
Loyalty 215 28 40 35.911 2.996 
Valid N (listwise) 215     
 Source: Data Processed (2021) 
According to the data processing results above, it shows that the number of respondents (N) is 215, out 
of 215 respondents for the Service Quality variable, the average score is 62.502. Respondents answer scores 
about Service Quality ranged from 44 to 80 with a standard deviation of 6.996. Variable Hotel Image obtained an 
average count answer score of 37.069. Respondents' scores on Image Hotels ranged from 15 to 45 with a 
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standard deviation of 4.386.  Consumer Satisfaction variable obtained an average count answer score of 41.669. 
Respondents answer scores on Consumer Satisfaction ranged from 27 to 50 with a standard deviation of 4.291. 
Customer Loyalty Variations obtained an average count answer score of 35.911. Respondents answer scores 
regarding Customer Loyalty ranged from 28 to 40 with a standard deviation of 2.996. 
Analysis of Causal Relations 
Statistical testing for the causal relationship of this structural model was carried out with a significance level of 5% 
so that the critical value of the t-value was ± 1.96. The estimated results of all the causal relationships in the 
study can be seen in the following LISREL 8.80 Output: 
 
Figure 1. Structural Models (t-values) 
Source: Data Processed (2021) 
 
Figure 2.  Structural Models (standardized Solution) 
Source: Data Processed (2021) 
Hypothesis Test 
Hypothesis testing analysis was performed with a significance level of 5%, resulting in a critical t-value of ± 1.96. 
The hypothesis is accepted if the t-value obtained 1.96, while the hypothesis is not supported if the t-value 
obtained <1.96. The following is a table of hypothesis testing to answer the entire research question: 
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Table 6.  Direct Hypothesis Testing 
Hypothesis Statements T-Count T-Table Information 
H1 Service Quality Affects Consumer Satisfaction 7.87 
1,96 
Significant 
H2 Service Quality Affects Customer Loyalty 3.86 Significant 
H3 Hotel Image Affects Consumer Satisfaction 6.03 Significant 
H4 Hotel Image Affects Customer Loyalty 5.14 Significant 
H5 Consumer Satisfaction Affects Customer Loyalty 5.31 Significant 
Source: Data Processed (2021) 
In this study, there are two hypotheses for indirect effects. Hypothesis testing analysis was performed with 
a significance level of 5%, resulting in a critical t-value of ± 1.96. Therefore, the hypothesis is accepted if the t-
value obtained 1.96, while the hypothesis is not supported if the t-value obtained <1.96. The following is a table 
of hypothesis testing to answer the indirect effect. 
Table 7.  Indirect Hypothesis Testing 
Hypothesis Intervening 
Effect of Indirect Variables (tcount)  Consumer Satisfaction 
Service Quality Affects Customer Loyalty 4.51 
Hotel Image Affects Customer Loyalty 4.14 
Source: Data Processed (2021) 
Based on the table,  which contains the conclusions of the results of the research model hypothesis, it can 
be concluded that there are 2 (two) significant direct influences based on the tcount greater than t table α = 5% 
(1.96). Service Quality affects Customer Loyalty through the Consumer Satisfaction variable, which refers to the 
table and the output of the t-value of 4.51 which is greater than 1.96, and the weight of the effect of 0.20 which 
means that Consumer Satisfaction can positively mediate the effect of Service Quality on Customer Loyalty with 
a weight of 0.20. 
Hotel Image has an effect on Customer Loyalty through the Consumer Satisfaction variable, which refers 
to the table and the output of the t-value of 4.14, is greater than 1.96, and the weight of the effect of 0.15, means 
that Consumer Satisfaction can positively mediate the effect of Hotel Image on Customer Loyalty with a weight of 
0.15. 
Discussion  
The Effect of Service Quality on Consumer Satisfaction 
Based on the results of data processing, the results showed that Service Quality has a significant effect on hotel 
guest satisfaction. Satisfaction felt by hotel guests is the result of the respondents' (guests) rating based on the 
experience of the services provided by Starred Hotels in Medan. It can be concluded that if better Quality of 
Service provided or carried out, the satisfaction of hotel guests as being served will be better. This research is in 
line with research conducted by (Tefera & Govender, 2015), service quality was found to have a significant 
impact on customer satisfaction and perceived value. The research and theory developed by (Bucak, 2014), 
evaluating customer perceptions and their relationship to satisfaction regarding service quality are widely 
recognized as effective strategies for increasing profitability in the hospitality and hotel industry that has a high 
level of customer contact. These results are in line with studies conducted by (Mohajerani & Miremadi, 2012); 
(Ranjbarian, Sanayei, Kaboli, & Hadadian, 2012); (H. D. Kim & Lough, 2007); (Cheng & Rashid, 2013); (Batista 
et al., 2014); (Karyose, Astuti, & Ferdiansjah, 2017); (Liat, Mansori, Chuan, & Imrie, 2017); (Iqbal, Hassan, & 
Sharif, 2017); (Nurcahyo, Fitriyani, & Hudda, 2017); (Radiman et al., 2018); (Chien & Chi, 2019); (Azhar et al., 
2018); (Djamereng, Basalamah, Mursalim, & Dani, 2019) and (Alauddin, Ahsan, Mowla, Islam, & Hossain, 2019). 
The Effects of Service Quality on Customer Loyalty 
Based on the results of data processing, it is known that the Service Quality variable has a significant positive 
effect on Customer Loyalty. Research and theory developed by (Al-Rousan, Ramzi, & Mohamed, 2010) services 
that are perceived by guests as appropriate or close to the expectations of guests, guests will feel comfortable so 
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that there is an interest or desire to use the service again. It also can be concluded that if the better Service 
Quality is performed or provided it will stimulate the loyalty that arises from guests will also increase, and this is 
also appropriate as the purpose of research that understands the significant effect of Service Quality on hotel 
guest loyalty. The results of this study are also in line with research conducted by (Hu, 2011); (Akbar, Som, 
Wadood, & Alzaidiyeen, 2010), (Karyose et al., 2017); (Nurcahyo et al., 2017); (Iqbal et al., 2017); (Radiman et 
al., 2018); (Azhar et al., 2018); (Djamereng et al., 2019) and (Alauddin et al., 2019). 
The Effects of Hotel Image on Consumer Satisfaction 
Based on the data processing, it is known that the Hotel Image variable has a significant positive effect on the 
Hotel Image. This means that better the Image Hotel will be able to increase the customer satisfaction of Starred 
Hotels in Medan and vice versa. Hotels must continue to improve services to meet customer standards and 
needs, hotel management also continues to strive to promote this hotel in order to raise the Image Hotel which is 
well known for hotels with a good image and this is already known by customers who have stayed at the hotel so 
that customers feel that Starred Hotels in the city of Medan is the best hotel. Research (Kandampully & Hu, 
2007) states that the most effective way to keep Hotel Image good is that hotels must be able to satisfy 
customers by maintaining their reputation and service, remaining consistent in providing services to customers, 
creating quality human resources, creating product advertisements services to create a strong and impressive 
hotel brand image in the eyes of customers. Therefore, the consistency of service performed by the hotel from 
time to time must be able to create a better image and reputation compared to competing hotels so that 
customers are satisfied when staying at this hotel, whenever the customer stays the service provided remains the 
same so that customers feel that the choice to stay at this hotel is the right choice. The findings in this study also 
support the results of previous studies conducted by (Clemes, Wu, Hu, & Gan, 2009) showing that image has a 
positive influence on customer satisfaction. The results of this study also support other studies from (Alireza, Ali, 
& Aram, 2011); (Ranjbarian et al., 2012); (Iqbal et al., 2017); (Karyose et al., 2017) and (Djamereng et al., 2019). 
The Effects of Hotel Image on Customer Loyalty 
Based on the results, it is known that the Hotel Image variable has a significant positive effect on Customer 
Loyalty. It’s means that the better the Image Hotel will be able to increase the customer loyalty of Starred Hotels 
in Medan and vice versa. The result of this study are in line with research conducted by (Alireza et al., 2011); 
(Brown & Mazzarol, 2009) and (Kandampully & Suhartanto, 2000). Conformity between what customers perceive 
of hotel services and those offered so as to shape customer behavior, this shows that customers feel that the 
image of this hotel is better than competing hotels which will form the intention to behave customers to be loyal 
by making this hotel the first choice for staying, then we can see that the image that has been formed in the 
minds of customers concerns aspects of the name, reputation, service price and quality of service received it 
forms the customer to tell positive things and are willing to recommend to others. A good hotel image will 
strengthen the position of the hotel in competition and win the trust of the public. Creating an attractive hotel 
atmosphere and maintaining a good hotel appearance is a way to create a Hotel Image in the eyes of customers. 
This affects the hotel where if the Image Hotel is good, consumers will more easily decide to choose a place to 
stay, even customers will tell positive things about this hotel and recommend this hotel to others who want to 
stay. The result of this study are in line  with research (Kandampully & Hu, 2007) which states that the key to 
earning customer loyalty is to improve the good image of the hotel. The results of this study support research 
conducted by (Clemes et al., 2009) and (Chen & Tsai, 2007) who find that images have a direct influence on 
behavioral intentions. Subsequent research focusing on the hotel service industry also found that Hotel Image 
influences behavioral intentions (H.-B. Kim & Kim, 2005). These results also support research from (Liat et al., 
2017); (Iqbal et al., 2017); (Karyose et al., 2017) and (Djamereng et al., 2019), who found that the image had a 
positive and significant effect on intention to behave. 
The Effects of Consumer Satisfaction on Customer Loyalty 
Based on the results of data processing from the structural model, it was concluded that the Consumer 
Satisfaction variable had a significant positive effect on Customer Loyalty. This gives the meaning that the 
customer feels satisfied from the experience they have felt and raises customer satisfaction with the presentation 
of the hotel. Satisfaction felt by hotel guests is the result of the guests' personal experience in using the services 
of the service provider, if the service provider is deemed in accordance with the personal values of the guest and 
makes their satisfied, it is not impossible that the guest will use the service again and even recommend it to other 
parties. Fornell (Lupiyoadi & Hamdani, 2006) asserted that many benefits were received by the company with the 
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achievement of high customer satisfaction, one of which is customer loyalty. This is in line with research 
conducted by (Kandampully & Hu, 2007); (Torres-Moraga, Vásquez-Parraga, & Zamora-González, 2008); 
(Mohajerani & Miremadi, 2012); (Cheng & Rashid, 2013); (Batista et al., 2014); (Liat et al., 2017); (Iqbal et al., 
2017); (Karyose et al., 2017); (Nurcahyo et al., 2017) and (Alauddin et al., 2019). 
The Effects of Service Quality on Customer Loyalty through Customer Loyalty 
Service Quality affects Customer Loyalty through the Consumer Satisfaction variable, meaning that Consumer 
Satisfaction can positively mediate the effect of Service Quality on Customer Loyalty. In the study conducted, it 
was established, in general there was a positive correlation between customer satisfaction and customer loyalty. 
Customer satisfaction is widely recognized as an indicator of customer loyalty in the hotel industry. This study 
also shows that satisfied hotel guests tend to remain loyal to the service provider concerned therefore customer 
loyalty is a highly valued asset and is a reflection of the long-term success of a hotel if it can expand and 
maintain customer loyalty. The conclusion is that the quality of service and in accordance with the needs of 
guests can have an impact on the level of guest satisfaction. The level of guest satisfaction with the Service 
Quality provided is a comprehensive assessment of the advantages of a service related to facilities, services, and 
good employee responses, it can give an impression or experience that  is good for guests, so they can bring 
trust and loyalty to the hotel. These results are in line with studies conducted by (Caruana, 2002); (Ismail, Haron, 
Ibrahim, & Isa, 2006); (Kheng, Mohamad, Ramayah, & Mosahab, 2010) and (Djamereng et al., 2019). 
The Effects of Hotel Image on Customer Loyalty through Consumer Satisfaction 
Hotel Image affects Customer Loyalty through the Consumer Satisfaction variable, meaning Consumer 
Satisfaction can positively mediate the effect of Hotel Image on Customer Loyalty. Hotel Image also has a 
significant and positive influence on customer loyalty, and also product image and customer satisfaction have a 
significant and positive effect on customer loyalty. It can be said that the product image directly affects customer 
loyalty and indirectly influences customer loyalty through customer satisfaction as a mediating variable. The 
product image variable is known to have a direct influence on the customer loyalty variable after previously 
controlling the customer satisfaction variable, so customer satisfaction in this study cannot be said to be perfect 
or complete mediation. The influence of product image variables on customer loyalty after controlling customer 
satisfaction variables was slightly reduced but still significant, so customer satisfaction in this study was stated as 
partial mediation or partially mediated the relationship between product image and customer loyalty. According to 
the development of partial mediation conducted by (Zhao, Lynch, & Chen, 2010) and (Djamereng et al., 2019), 
customer satisfaction in this study can be said to be complementary mediation. 
However, the findings from the results of this study also found that a good Image Hotel indirectly 
influences customer behavior intentions through customer satisfaction, but customer satisfaction is not a good 
intermediate variable in other words that with Hotel Image embedded in the mind of the customer is good it will 
make the customer will become a loyal customer to the hotel without the need for that customer to feel 
satisfaction while staying at the hotel. 
Conclusion 
Based on the results of research on Starred Hotels in Medan City Medan showed that Service Quality has a 
significant positive effect on Consumer Satisfaction. Higher the Service Quality perceived by Respondents, better 
Consumer Satisfaction will be. Service Quality has a significant positive effect on Customer Loyalty. Higher the 
Service Quality perceived by Respondents, better Customer Loyalty will be. Hotel Image has a significant positive 
effect on Consumer Satisfaction. Higher the Hotel Image perceived by the Respondents, better the Consumer 
Satisfaction. Hotel Image has a significant positive effect on Customer Loyalty. Higher the Hotel Image perceived 
by the Respondents, better the Customer Loyalty will be. Consumer Satisfaction has a significant positive effect 
on Customer Loyalty, higher the Consumer Satisfaction perceived by Respondents, better Customer Loyalty will 
be. Service Quality affects Customer Loyalty through the Consumer Satisfaction variable, meaning that 
Consumer Satisfaction can positively mediate the effect of Service Quality on Customer Loyalty. Hotel Image 
affects Customer Loyalty through the Consumer Satisfaction variable meaning Consumer Satisfaction can 
positively mediate the effect of Hotel Image on Customer Loyalty. This study has several limitations, among 
others: only focus on examining star-rated hotels in Medan, whereas in other big cities there are also star-rated 
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hotels. The next limitation is the number of respondents are 215 people. Both of these limitations cause the 
results of research cannot be generalized to all star-rated hotels in Indonesia. In addition, this research model 
only uses the loyalty variable as a consequence of Service Quality and Hotels Image. It is possible that there are 
other variables that are also a consequence of Service Quality and Hotel Image. Future studies should use more 
respondents as well as by adding a number of other five-star hotels in several major cities in Indonesia, so that 
the results can be generalized.  
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